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мовы і кухні. З задавальненнем знаѐмяцца з непрывычнымі для слыху і гучання словамі, за-
памінаюць іх значэнне, выкарыстоўваюць ва ўласнай мове. Напрыклад, у беларускай мове словы 
бігос, вяндліна, журэк, зразы, флякі, кнэлі, лазанкі, пленцы, фітка  паходзяць з польскай мовы, 
але яны абазначаюць найменні страў не агульнавядомых, а спецыфічных, характэрных для поль-
скай кухні, гэта значыць адлюстроўваюць быт людзей пэўнай мясцовасці. Выкарыстоўваюцца ў 
меню беларусаў, каб паказаць асаблівасці польскіх страў. Бігос– лянівыя галубцы [3, с. 38].  Журэк 
– суп, які нярэдка складае адзіную страву абеда або вячэры. Заядаюць яго, як правіла, чорным ар-
жаным хлебам з мукі грубага памолу[3,с. 56]. Флякі– суп з гавяджага страўніка[3, с. 390]. 
Словы ведзерай, кугеліс, рагайшыс успрымаюцца як сродкі характарыстыкі адпаведна 
літоўскіх  найменняў страў. Аднак адны і тыя ж стравы ў розных народаў называюцца па–свойму. 
Напрыклад, літоўскія папулярныя бліны жамайчу – тая ж страва, што і зразы, клѐцкі, цэпяліны. 
Шмат экзатызмаў запазычана з французскай мовы: айолі, антрэкот, бурдалу, валаваны, галета, 
кіш, кнэлі, круасан, крушон, рататуй. Апошнім часам вельмі інтэнсіўна ў меню беларусаў 
пранікаюць найменні страў і з усходніх краін: з армянскай мовы бязбаш, з азербайджанскай 
пахлава, хаш, грузінскай каўрма, хашлама, чанахі, з японскай сашымі, сукіякі, тэмпура і іншыя.  
Прамежкавае становішча паміж экзатызмамі і цалкам асвоенымі словамі займаюць лексічныя 
сродкі іншамоўнага паходжання, якія, нягледзячы на шырокае і працяглае па часе ўжыванне ў бе-
ларускай мове, не атрымалі яшчэ здольнасці змяняцца па склонах. Напрыклад: барбекю (англ.), 
леча (венг.), крэм–бруле, пюрэ, рагу (фр.), харчо (груз.), капучыно, спагеці (іт.), сушы (яп.), ча-
нахі (груз.). 
Пералічаныя цалкам не асвоеныя словы маюць ніякі род, не змяняюцца па склонах, але ж нека-
торыя з гэтых слоў набылі фанетычныя асаблівасці: у беларускай мове ѐсць аканне, ѐсць за-
цвярдзелыя, таму адрозніваецца вымаўленне і правапіс гэтых слоў: леча, пюрэ (у беларускай мове) 
– лечо, пюре (у рускай), lescо(у венгерскай), puree (у французскай). 
Сярод запазычаных слоў сустракаецца шмат такіх, якія не доўга існуюць ў беларускай мове, 
якія яшчэ не “прапісаліся”  ў беларускамоўных слоўніках, і таксама не змяняюцца па склонах: ай-
олі, глясэ, фандзю (фран.), калакука (фін.), сорбе (турэц.). 
Запазычаная лексіка, ужытая ў сучасных меню, стварае незвычайнае стылістычнае асяроддзе. 
Размоўны стыль маладых людзей папаўняецца ўнармаванымі, а падчас і вельмі прыгожымі па гу-
чанні словамі, напрыклад: барбекю, валаваны, зефір, кныдлі, купаты, лазанкі, манты, спагеці, 
сушы. Маладыя людзі ў кампаніі сваіх сяброў ці проста равеснікаў імкнуцца падзяліцца ўражан-
нямі пра страву, якую паспрабавалі першы раз, называюць яе найменне, пры гэтым стараюцца 
правільна вымавіць слова. Моўныя зносіны, якія складваюцца ў такіх жыццѐвых сітуацыях, 
фарміруюць у моладзі такія камунікатыўныя якасці, як дарэчнасць, багацце, чыстата маўлення. 
Значыць, выцясняецца са слоўнікавага запасу маладых людзей ненарматыўная лексіка.  
Стылістычнае асяроддзе, напоўненае запазычанымі словамі, спрыяе развіццю такой маўленчай 
якасці, як эмацыянальнасць і выразнасць. 
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The concept of stereotype is an interdisciplinary nowadays. From the very beginning, since 1920s the 
concept of stereotype had developed on the basis of sociology and social psychology, later it became the 
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subject of analysis in terms of communication theory, ethnology, history, literature and culture, the phi-
losophy of language. 
The stereotype as a concept is significant not only for the language but also the culture in general, in 
recent years it has become an object of cultural studies, which focuses on speech and mental stereotypes, 
forming the "image" of national cultures and ethnic and cultural identity [1, p.124]. 
Every language in its own way divides the world and has its own way of its conceptualization. Every 
nation has its own ideas about the world, about people and other cultures. There are certain stereotypes 
both about themselves, about the behavior and traditions within their cultural space, and about the repre-
sentatives of the other linguistic and cultural space [2, p.90]. The relevance of the topic is caused by the 
interest of researchers in the interaction of language, culture and psychology of the people. Researchers 
draw much attention to the phenomenon and the concept of "stereotype", many scientists are studying the 
problem. The novelty of the study is that the phenomenon of stereotype is considered in the broadest 
sense – as a concept, which includes submission of one nation about the culture of another nation. The 
purpose is to investigate the interaction of concepts and intercultural character stereotype. 
There are autostereotypes, reflecting what people think about their own people, and heterostereotypes, 
relating to other people. Both these types of ethnic and cultural stereotypes are formed and become rooted 
in society as well–known traditional views. 
Autostereotypes is an important part of national identity. With their help common standards of behav-
ior are formed which are to be followed by a person as a representative of his nation. It promotes unity 
and self–affirmation of the people. On the one hand, conforming to autostereotype nation in some way 
idealizes itself and arrogates to itself some positive traits (diligence, courage, mutual aid, etc.). On the 
other hand, through autostereotypes people try to justify disadvantages of their lifestyle. Experts of ethnic 
psychology, who is studying ethnocultural stereotypes, note that the nations with  a higher level of eco-
nomic development, tend to emphasize such their advantages as intelligence, initiative, efficiency, while 
the nation with more backward economies tend to emphasize such their traits as kindness, warmth, hu-
manity and hospitality. 
Heterostereotypes are much more critical than autostereotypes. They often serve as a source of nation-
al prejudices and preconceptions. While meeting with representatives of another nation, people have a 
natural tendency to perceive their behavior from the standpoint of their culture. Misunderstanding of their 
language, gestures symbolism, mimicry and other elements of their behavior during the communication 
leads to a distorted interpretation of the meaning of their actions, which can easily produce a number of 
negative feelings – apprehension, contempt, hostility."They do not like us" – they behave differently, 
strange, absurd, i.e bad [1,p. 126]. 
Stereotypes are often emotionally colored by likes and dislikes depending on which the same behavior 
receives different assessment. One people see mind manifestation, in what other people find cunning 
demonstration. What one in relation to himself calls persistence, is regarded as obstinacy by a "stranger". 
Conversely, for many people, a critical attitude to their own national culture and a positive assessment of 
foreign is typical.  
In the process of communication between different cultures stereotypical views occupy a significant 
place. 
The ethno–cultural stereotype is understood as a general idea of typical features that characterize a 
people. Man has created templates for unfamiliar areas of life. With the name of one or another country 
we have a certain associative array consisting of sights, main dishes or prominent figures of this state. 
America? – the Statue of Liberty, the hamburger, New York, the yellow taxi. France? – the Eiffel Tower, 
perfume, frogs. This list is endless. The existence of such representations is an undoubtful fact. There are 
templates even in case of people – foreigners and their character. "German accuracy ", "French gallantry", 
"Russian helter–skelter," "Chinese ceremonies ", "African temperament " – in these popular expressions 
common ethno–cultural stereotypes are embodied. Stereotyped opinions on temper of Italians, coldness of 
English, Finnish stubbornness , hospitality of Georgians, stealth of Latvians, generosity of spirit, kindness 
of Russian . Stereotypes are understood as the characteristics of the people in general, but at the same 
time they usually apply to any representative of the people and determine the image of their personality 
[2, p. 92]. 
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The analysis of the issue of stereotypes role in intercultural communication reveals their importance in 
the interaction and understanding of cultures. Because of the broad problem field the question generates 
different views. The study developed two main approaches. 
The first can be called "academic". It is represented in the works of British psychologist R. Stagner, 
who believes that in intergroup perception stereotypes facilitate intercultural interaction of strangers or 
unfamiliar, foreign culture, allowing quickly, easily and surely categorize and simplify a socio–cultural 
context of the individual. 
Another approach analyzes the role of stereotypes in the context of social interaction. Here stereotypes 
are considered to be a manifestation of latent racism, ethnocentrism and discrimination. 
Despite the differences these approaches both distinctly reflect the idea that intercultural communica-
tion stereotypes are the result of ethnocentric reaction – trying to judge other people and cultures solely 
from the standpoint of their culture. Often communicants are initially guided by pre–existing stereotypes 
in cross–cultural communication and evaluation of their communication partners. Obviously, no people is 
absolutely free from stereotypes, we can only talk about different degrees of stereotyping of communi-
cants. Studies show that the level of stereotyping is inversely proportional to the degree of experience of 
intercultural interaction [3, p. 40]. 
Stereotypes are strongly "embedded" in our value system, they are a part of it and provide a kind of 
defense of our position in society. For this reason, stereotypes are used in each cross–cultural situation. 
Mechanisms of intercultural perception actuates selective application of norms and values of their culture. 
It is impossible to evaluate your native group and other cultural groups without the use of these common, 
culturally specific ways of evaluation. At the same time representatives of other groups are identified on 
such characteristics as sex, ethnicity, the features of the speech, appearance, color, marriage customs, re-
ligious beliefs, etc. [4, p. 43]. 
   The problem of stereotypes as a factor of cross–cultural communication has been actual for a long 
time. Since the Middle Ages scientists conducted investigations, trying to define particular features, in 
other words to ―draw a portrait‖ of one or another nation. Attempts to describe the ethno–cultural features 
peculiar to different nations were made in the XVIII century by Helvetius in France, Hume in England, S. 
Madariaga in Spain, Kant in Germany. Today importance of the concept of stereotype is caused by the 
process of globalization, continuous and compulsory interaction between nations.  People keep their ste-
reotypes, even if the reality and experience contradict them. Therefore, in a situation of intercultural 
communication it is important to be able to deal with stereotypes effectively, i.e. recognize and use them, 
and be able to give them up if they do not correspond to reality. 
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The Network culture is considered by many scientists as a major historical type of culture, which can 
be compared only with the Traditional and Creative types of culture. It has the tendency to become global 
as the mass culture. The internet is one of those conveniences that people just can not imagine their life 
without now. The Internet has always been a source of technology inspired slang. Even back in the early 
1980s, Internet users had their own particular argot and abbreviations. The slang that is used on the inter-
net is almost exclusively used in written communication and used infrequently in oral communication.  
The internet slang is basically removing vowels and ―extra‖ letters to make words and phrases as short as 
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